Abstract-Value creation is very important for the ecommerce companies in order to reach customers and increase company's value in the view of customer. Value creation mostly developed based on internal factor of the company. This statement is supported by many studies that researched on value creation from within the company. The purpose of this research is to find out customer's perspective on the external environmental factors that can affect the value creation of ecommerce companies, especially in Indonesia. This research uses primary and secondary methods in data collection. Questionnaire is used as primary research methodology in this research to gather data from e-commerce users. For the secondary method, literature reviewed from previous research and existing journals is used. The results of this research are the statements from respondents regarding external environmental factors that can be classified on 5 (five) factors: Government policy and legal, telecommunication infrastructure, financial and capital investment, physical environment, and payment system.
I. INTRODUCTION
E-commerce in Indonesia has developed and improved in many forms of business model. The development of this industry can be seen from the amount of investment in the ecommerce industry of US $ 2.5 billion over the past three years It is based funding of foreign investment in Indonesia from 2015 to 2017, with 18 million customers in 2015 and is expected to increase to 119 million by 2017 [1] . The great public interest in utilizing e-commerce services is influenced by the characteristics of consumers in Indonesia, which can be classified into six, namely: Willingness to pay more for certain brands, purchasing similar goods, preference for purchasing package goods, high frequency of purchases and social media influence [2] . The increasing trend of people to buy online is causing a shift in industrial structure.
Companies are no longer determining the business model based on the conventional experience or management's will, but they must be able to adjust to the character of local community and culture. Business actors who are involved, both buyers and sellers, use the internet-based technology to carry out their transactions. The use of technology and information system in e-commerce services is featured on many online shopping platforms or e-commerce websites. Various types of business models have been produced based on a study of ecommerce in Indonesia. Most e-commerce models in Indonesia consist of five types: Business to Customer (B2C) or online marketplaces, Customer to Customer (C2C), Business to Business (B2B), flash site websites, and sales sites directly through brand websites own.
The various forms of e-commerce models require the companies to make innovation and create certain values that can provide benefits to the customers. Based on the literature studies, many researches were conducted to study the value creation in e-commerce from factors inside the company (internal) only rather than looking it from the external factors. It is a background reason for this research, which is to identify the external factors that may influence the value creation in ecommerce companies, especially in Indonesia. These external factors will certainly create more opportunities or otherwise, create potential risks for the sustainability of the business, and so business strategies are needed in dealing with the arising external factors.
The study focuses on several Indonesia's e-commerce with high visit rates, namely, Tokopedia, Lazada, Blibli, Elevenia, and Bukalapak as listed in Table I. This research was conducted using primary data and secondary data. The primary data was obtained from the results of the questionnaire to the respondents who the e-commerce users by are asking several closed-type questions, while the secondary data was obtained through literature study or the results of previous research. Limited time, cost and location were the challenges in the research process to obtain an adequate number of respondents.
The proposed of this study is to find out customer's perspective on the external environmental factors that can shape the value creation of e-commerce companies. The results would later be analyzed and processed in order to obtain an evaluation in the form of external factors that shape value creation in e-commerce companies in Indonesia. 
II. LITERATURE REVIEW

A. E-Commerce Business Model
From 1989 to the present, the Internet has provided many changes to many e-commerce companies in the world in managing and restructuring new systems in business to achieve their company's vision. This thinking model has flowed into a business model for each e-commerce company. In a sense, a business model is a concept to carry out the business functions of a company. The concept of business models challenges traditional theoretical assumptions about both value creation and value capture, two terms often used to describe the models [3] . However, business models are the key factors that distinguish successful and unsuccessful e-commerce companies in developing strategies to reduce costs while increasing revenue will be profitable [4] . The e-commerce company, especially in Indonesia should be considered the importance of creating innovative business models.
The biggest challenge facing most companies is not how to imitate or estimate the best e-commerce business models in their industry but how to fundamentally change the traditional business mindset [5] . Information Technology (IT), and especially web technology has great potential to enable significant innovation in business processes, products, and services of the company, leading to considerable business performance improvements [6] . In study [7] revealed that to outperform competitors in the long term, it needs to consider three main steps, including:
 provide the right resources and are also the most efficient transaction at any given time.
 renewing the peculiarities to prevent the threat of competition.
 redefining the business model effectively in accordance with the business strategy.
B. E-Commerce in Indonesia
E-commerce is a new technology that has a remarkable appearance. It can be used for novice entrepreneurs and corporate businesses. In addition, e-commerce also changes the culture of competition and business by utilizing extraordinary digital technology [8] [9] . Indonesia is one of the developing countries with the 6th largest number of internet users from 25 developing countries, namely 123 million people based on information from the Ministry of Communication and Information of the Republic of Indonesia on November 24, 2014. The number indicates that 46.42% of the Indonesian population is connected to the internet. In other words, based on the results of research by Indonesia Investments that ecommerce (which is a group of Small Medium Enterprises) has contributed 60 percent of Indonesia's gross domestic product and created employment for nearly 108 million Indonesians [10] . This is evidence that the economic pressure is increasing annually can be both opportunity and challenge to related bodies and institutionalized in Indonesia to improve their business, legislative, and IT infrastructure for a bright future.
The e-commerce growth in Indonesia over the past five years was mainly driven by four structural changes in the industry, including [11] :
 Availability of low costs to support increased smartphone penetration.
 Creating e-commerce value to facilitate the middle class whose income tends to increase.
 Facilitating a new digital payment model that is fast and easy. Payment infrastructure must be available for customers to transact online.
 Providing direct foreign investment opportunities on ecommerce platforms, especially through significant partner relationships or joint ventures.
Data market has proved, the evolution of Indonesia's market growth by 60-70 percent per year since provides opportunities for Indonesian e-commerce companies to their business [12] . Therefore, this momentum must be maintained and continues to be improved by both the government and ecommerce companies.
C. Value Creation
Study in [8] "Value Creation in E-Business" has been analyzed using a business model on 59 (fifty-nine) American and European e-businesses. The business model is defined in this research as a mechanism that describes transaction structure, content, and governance that aims to create ebusiness value. It is defined as an important value for the exploitation of the company's business opportunities. Based on this research, four important values are found, namely: novelty, complementarity, efficiency, and locking. This value is an important factor in value creation for e-commerce. www.ijacsa.thesai.org
The study "E-commerce developments and strategies for value creation: The case of Russia" added ease of use, accessibility, ease of search and trust in their source of value creation with efficiency, lock-in, complementarities and novelty along together as interactivity of value creation [4] . The study labeled it as Internal value drivers. Each eight of ecommerce value driver are given as to how some Russian firms are using e-commerce to create value by including these drivers in their business models. External environment also mentioned in this study, see sub section D for a general representation of these models.
In addition, value creation itself is not only to exploit business opportunities but can act as a business model strategy that gets financial benefits. To investigate the e-commerce business model that is beneficial, one of which is in Poland which includes 150 business marketplaces, customer to customer, and customer to business [13] . The results of this study are statistically significant value creation business models affect the sales ratio. The results also show that three important factors in value creation (efficiency, novelty, and locking) are closely related to financial performance.
D. External Environment Factors
From the results of study in [4] , stated that external environment factors play an important role in determining how e-commerce produces value creation. The success of an ecommerce company in Russia, is an e-commerce company that has a business model that pays attention to external environment factors and value drivers to increase efficiency in transactions and revenues by reducing transaction costs and increasing social perception. External factors that can form business strategies for e-commerce companies are financial resources; availability of computers and internet connections; telecommunications infrastructure; computer programming resources; external physical environment; law, government, political and economic stability; internet security and payment system.
In the previous research conducted in [14] using PEST (Political, Economic, Social and Technological) analysis as an external environment factor that would generate opportunities, threats and business implications for e-commerce. External environment factors must be considered before carrying out the process of formulating the company's strategy so that it can avoid undesirable strategies and increase the likelihood of the company to growth. External factors are Governmental environment; Domestic politics; International politic; Economic development; Arid industry sector policies; Regional economy; Monetary and fiscal policies; Social environment; Cultural environment; Demographic environment; Natural environment; Processing technology; Information technology.
III. RESEARCH METHODOLOGY
This research had two phases in this methodology. First, by doing systematic literature review from others reliable journals as references to find external value creation factors based on external environment according e-commerce in Indonesia. Second methodology in this research is questionnaires, the questionnaires distributed to respondents where they had used e-commerce in Indonesia. The proposed of this questionnaire is to find user's perspective from external environment in Indonesia's e-commerce. With this approach the relationship between concepts expressed in the data and drawing conclusions from the evidence [15] . Environment factors were defined in this research as factors that shape the development of e-commerce. External environment factors in previous study [4] are used as references in choosing external factors that have some similarity between Indonesia and Russia.
When doing research, questionnaire has been delivered to random respondents that been used e-commerce in Indonesia. The total respondents are 139 people. Many of them are person above poverty line. The successful of emerging e-commerce cannot be separated from people with good financial resources as its customers. This questionnaire filled with what respondents' opinions about external environment when using e-commerce. Likert scale is used through this questionnaire; by using score range (1 to 5) from strongly disagree to strongly agree. After data were obtained from respondents, the data will be analyzed and make conclusion from it. Analysis about the data will produce the prospective user how external environment factors in Indonesia affect value creation within ecommerce.
Questionnaire is the preferred method of this research due to some reasons. One of the reasons is because it is relatively high response instead of interview method which could difficulty in conduct face-to-face and low response rates in the obtained data. The effort of delivered questionnaire occurred in 2018. It took two days to collect the result. The questionnaire itself using Indonesian, if using English as its questions, respondents were difficult to understand about questions. It because most respondent unable to understand English. Furthermore, by this questionnaire will able to make comparison regarding perspective between one respondent to others.
IV. FINDING AND DISCUSSION
A. Questionnaire Results
Based on 139 data were collected of which then studied and analyzed one at a time to find out the attitudes and behavior of respondents in responding to the external factors that can shape the value creation in e-commerce companies in Indonesia. As an overview, there are 2 (two) out of 139 respondents were not using e-commerce due to their preference in conventional transaction instead of digital transaction, therefore only 137 respondents calculating in this research.
An analysis was carried out to identify the 137 respondent's status. Fig. 1 presents, most of the respondents are over years old 43.9% and working as private employees 63.3%, with background education is undergraduate or bachelor's degree 66.2%.
The next information that can be seen is that most ecommerce sites that were used or visited by the respondents are Tokopedia (123 visited) followed by Lazada (89 visited) with the percentage as shown in Fig. 2 . www.ijacsa.thesai.org Customer preference most using ecommerce at national holiday 27 31 42
Customer preference using installment payment method 48 26 26
Physical Environment
The distance of the shopping store from user location 37 28 35
The traffic route to the shopping store 24 26 50
Then, the next analysis process is to look into the answers of respondents regarding the external factors which become the focus of this research. The results of answers using the Likert method will be classified according to the questions and the most answers given by the respondent. The following is summary of the answers to questions using the Likert method based on the most given answers by 137 respondents which is classified into: Agree (A), Disagree (D), Neutral (N), and Strongly Agree (SA) responses. Table II presents the questioner results of government policy and legal, financial and capital investment, and physical environment. Meanwhile, the results of the telecommunication infrastructure and payment system will be described in section D and F.
B. Government Policy and Legal Factors
As a means of selling and buying products by digital, Ecommerce transactions in Indonesia must comply with both Law No. 7 of 2014 concerning Trade and Law No. 11 of 2008 related to Electronic Information and Transactions -ITE. The existence of regulations that provide legal certainty for users and e-commerce company will increase the consumers trust in online transactions. It is one of the expected concerns of the respondents with 72% of respondents answering strongly agree and agree to legal certainty to protect consumers. The significance of these regulations makes the e-commerce company to be careful in creating their systems and also when maintaining the quality of products offered. As the result, ecommerce business company can compete in a healthy manner when offering new innovations in reaching the customers without violating the existing regulations.
The development of e-commerce business in Indonesia also indirectly changes the business behavior from conventional to the digital one. The digital transaction draws attention of the government to impose taxes on the sale of goods/services in ecommerce transaction. This tax imposition also applies in many countries other than Indonesia. This is the basis of this research, that whether the application of e-commerce tax will affect the users of online services or not. Most respondents answered neutral (33%) in responding to this tax regulation. However, the proportional most answer was 41% people answered Strongly Agree and Agree. Hence, the tax regulations that will be applied should be a concern for ecommerce businesses to implement their business strategies, especially in planning product costs and prices.
C. Financial Factors and Capital Investment
Ownership of foreign shares in e-commerce companies is one of the alternative financing in developing a business. The large population of Indonesia as well as the increasing interest of the public in using online transactions has attracted many foreign investors in e-commerce business in Indonesia. One of the widely known foreign investors in Asia is Alibaba group. This company has made its investment in the development of Tokopedia and Lazada in Indonesia. This research also attempts to find out whether the foreign investors are one indication of users for visiting the e-commerce sites. A number of 47% respondents answered Neutral, while it is if measured proportionally, the respondents who answered Disagree were more than those who answered Agree. Accordingly, the respondents generally feel that they do not need to know much www.ijacsa.thesai.org about who the investors behind the e-commerce are. This condition certainly will give benefits and opportunities for the local investors to be able to develop e-commerce in their country and compete with the foreign e-commerce sites.
Another object of this research in financial factors is the availability of fund of the consumers in conducting online transactions. For those who have stable jobs, their availability of funds is when they receive salary, as companies in Indonesia commonly pay employee salary at the end of the month. This phenomenon turns out to be a regular activity in using the ecommerce. Based on the proportional of data obtained, 36% respondents answered Strongly Agree and Agree. This consumer behavior will surely affect the implementation of a good operational management for e-commerce companies at the end of the month.
Other condition is related to national holiday which offer many discount or sale to the e-commerce customer. Total of 42% respondent Strongly Agree and Agree to using ecommerce at the national holiday. This condition could be one of consideration for e-commerce company to provide any promotion for the customer. Customer behavior that tends to make transactions during the payday also follows the payment system behavior. As many as 48% respondents said they did not agree to make installment payments, while those who agree to use credit cards were only 19 respondents. It can be assumed that e-commerce customers tend to make transactions in cash and avoid paying the interest from credit or installment method.
D. Telecommunication Infrastructure Factor
Factors of telecommunication facilities availability such as the Internet are very influential for a smooth operation of the Indonesian e-commerce. Based on questionnaire result, the price (34%) has proved that an important factor according to respondents in e-commerce transactions, in addition to provider and internet network about 31% (see Fig. 3 ). Therefore, telecommunication business company are expected to be able to develop an effective and efficient quality of systems both in maintenance and repair for them to provide economical prices for the customers in transactions. Ecommerce Company may also consider using a telecommunication provider that offers data connection speeds at a competitive price. Other factor of this research is the operational system used in transactions. As presented in the Fig. 4 , a total of 68 respondents answered that they use Android system for online transactions and followed by Android & IOS about 46 respondents. Both operational systems are in great demand today, especially for Indonesian consumers. The convenience, speed and economical price should be considered by the operating system developers in developing their newest products.
E. Physical Environment
The physical environmental factor in this study is the movement of people from one place to another. Other place in this case is the shopping centers or shops which are physically existing. Consumers behavior who made online transactions, indeed are not directly influenced by the distance of their location to the conventional shopping centers. As many as 38 respondents stated Neutral, while the proportion of the answer in category Disagree and Strongly Disagree are 51 people and the respondents who answered Agree and Strongly Agree are 48 people. Although the majority answered Disagree, but with a close difference in results, it can be observed that the existence of conventional stores that are far from the location of consumers will affect the number of store visits and therefore, the consumers turn to e-commerce.
Other things related to this physical environment can also be observed from route condition to the shopping center. Relatively congested roads in Indonesia, especially in the capital city of Jakarta, has made the consumers reluctant to go to the shopping centers/shops and so that they chose to shop online instead. Based on the results of the questionnaire it was found that 28.5% of the respondents answered Strongly Agree that traffic jams were the reason for e-commerce transactions.
F. Payment Method
Many payment systems can be made on e-commerce starting from internet banking, ATMs, through physical outlets or by Cash on Delivery (COD). E-commerce business company can also complete their payment method though payment gateway system to various merchants. From the results of the respondent's answers, it was found that 70.8% of respondents used transfer payment via internet banking in their transactions. Finally, guarantee of trust and success of the transaction through internet banking is an important issue for the consumers in making payments. E-commerce business www.ijacsa.thesai.org company may cooperate with financial institutions such as Banks or companies providing electronic payment instruments that guarantees convenience and timeliness of payments.
V. CONCLUSION AND FUTURE RESEARCH
This study aimed to find out the statements of respondents about external environmental factors that could be used as suggestion to the e-commerce companies in developing their companies, especially in Indonesia. External factor has proved that Government policy and legal, telecommunication infrastructure, financial and capital investment, physical environment, and payment system shape the value creation of e-commerce companies in Indonesia. The presence of this study expects readers and e-commerce in Indonesia to know that external environmental factors also influence the value creation in determining the company's strategy when facing environmental changes from outside the company. However, this study only looked at e-commerce in Indonesia namely, Elevenia, Lazada, Blibli, Tokopedia and Bukalapak, Elevenia, so these findings may not refer to e-commerce in other countries.
